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Not a Personal Matter—A Principle Is Involved. 





Db SLocum, Pro 


ADVERTISER STEAM PRINTING HOUSE, 
FRED rop’r. 
Caro, Mich., Sept. 15, 1892. 
Geo. P. Rowell & Co., Publishers Printers’ Ink, New York : 


GENTLEMEN—For two or three weeks your model little magazine has put in an 
aleuty without the customary — affixed, and we take it for granted that your 
dificulty with the powers that be in the Post-Office Department has been fixed up. 

While we were all interested in and sympathized with you in this matter, are we not 
in the name of fairness now entitled to a rest, and to have the x r more exclusivel 

ted to the objects which are sought to be attained by its publication? And in th 
I believe that I voice the views of many thousands of your Bay ma whom you calinot 
reasonably expect to be interested in your personal matters beyond a certain limit. 


Yours truly, FRED SLOCUM. 


As soon as Mr. Wanamaker put down in black and white his reasons for 
excluding PRINTERS’ INK from the mails, its publishers were able to answer 
his objections in detail and show that they were founded upon conditions that 
did not exist. See PRINTERS’ INK, issue of August 24. 

Just as soon as PRINTERS’ INK’s answer was submitted to Postmaster 
Van Cott, of New York city, he ordered that the paper should be mailed 
without stamps until the Department at Washington should have time to 
reconsider the case. This was more than a month ago: and still there is no 
decision. Meantime PRINTERS’ INK is mailed to its 50,000 readers without 
stamps, but its publishers are still required to deposit $500 a week until the 
Postmaster-General cgn make up his mind to retire from the untenable posi- 
tion into which the blundering assumptions of his clerks has led him. Until 
Mr. Wanamaker does PRINTERS’ INK justice the little paper will feel obliged 
to occupy sufficient space weekly to say a word in its own behalf. 

Other interests await the result of this autocratic attempt to manage the 
business methods and editorial utterances of a newspaper. 

Here is the view of the case of PRINTERS’ INK as expressed by an active 
Republican very competent to form and express an opinion : 

HEADQUARTERS REPUBLICAN NATIONAL COMMITTEE, i 
PLaza HOTEL, New York City, May 28, 1892. 

Messrs. Geo, P, Rowell & Co. 

Ge NTLEMEN—I can frankly answer your ppauiey by saying ts } noed i Rok judgment Print. 
ERs’ INK is entitled to circulation in the U.S. mails as 

The fact that meerty all the p aeons in the country y defend ion right | : ~™ privileges is 
an added and very strong reason in sup nest of my view. The newspapers, both from self- 
interest and a sense of public duty, we lantly guard the mails from its burden of un- 
worthy matter, and are dieaga tive sides to the privileges accorded by the Govern- 


ment to legitimate publications. 
In my opinion they are right as to Printers’ INK. Sincerely yours, 


; fb ketomn 


General James S. Clarkson long filled a position of the highest importance 
in the Post-Office Department, and knows what he is talking about when he 
indorses the right of PRINTERS’ INK to the second-class mails. 
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All the time—every week 
IT it talks to the people of 


its locality through the col- 
aa | umns of the local paper— 
it has their attention—it 
finally secures their confi 


TH E dence — following which 
comes their trade. 
STORY | RY 


The yearly advertise- 
ment does all this when 
properly placed in_ local 
country weeklies. 

Continued — advertising in the local news- 
paper, accompanied by proper business methods, 
will place a business upon a foundation solid and 
remunerative. . . . There are nine divisions 
of the ATLANTIC COAST LISTS, covering 
the New England, Middle and Southern States, 
They are so arranged that an advertiser can take any 
considerable section of territory without going into 
such parts as are not wanted for the time being. 

They reach, every ——— 


week, fully one-sixth 1400 PAPERS 


of the entire reading comprise the 
population of the 

United States out- ATLANTIC COAST 
side of large cities. LISTS. 


It is a large au- 
dience to address. One order and one electrotype 


will do it, however. 
Catalogue and estimates when requested. 









































ATLANTIC Coast LISTS, 
134 Leonard St., New York. 
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Vol, VII. 


BUILDING A CITY BY ADVER- 
TISING. 


By Wm. H. Mater. 
(Of Toledo, Ohio.) 

Booming a city is one thing ; adver- 
tising a city is quite another thing. 

Perhaps a little personal experience 
in this work may serve to point a moral, 
if nothing more. 

Back in 1886-7 ‘‘ booms” were a 
very fashionable form of excitement. 
To start one it is necessary to have 
some special attraction which can be 
paraded before the rest of the world. 
We had, in our town, harped upon 
our magnificent natural advantages for 
more than twenty years, until the sub- 
ject had become somewhat chestnutty. 

Kind Nature came to our assistance 
and gave us a new song to sing ; one 
which had, at that time, a wide interest 
for the manufacturing world—natural 


This wonderful product had been 
discovered in Northern Ohio, within 
piping distance of our city, and two 
pipe lines to cost two million dollars 
were bringing it to our homes and 
workshops. 

Every man of us began congratulat- 
ing each other on the glorious prospect 
before the city. Every lot owner felt 
that he was at last on the road to 
riches; the real estate agent once 
more took heart and told, at the street 
corners, how property was going to 
advance in value, if only he could get 
options on it. 

There had sprung up within a very 
few years a new character in public 
affairs—the professional boomer. He 
was a picturesque personage—a cross 
between ‘‘ the greatest show on earth” 
and a political barbacue. He was 
both expansive and expensive. But as 
he and his expenses were to be paid 
out of the money secured from the 
Strangers to be brought to town by his 
blandishments, the cost was not a mat- 
ter for serious consideration. 

These professional boomers worked 
almost entirely with and through real 
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estate ‘‘ syndicates”"—a word that has 
grown very popular of late years, and 
is made to apply to every form of 
partnership or combination, however 
great or small it may be. 

The boomer’s special effort was to 
secure factories for the town (or the 
‘*addition”) he was pushing into 
prominence, and he was ready to ne- 
gotiate for these on any terms ; for 
factories he must have. The moment 
a contract was signed by which one of 
these was secured, the fact was blazoned 
abroad by printers’ ink and brass 
bands, while surrounding property was 
at once marked up in price. All of 
this is familiar to the public now, but 
it was not so well known then. 

We have seen the sequel to these 
booms the last few years, and the re- 
action that invariably has followed 
them. The real estate men who un- 
loaded while the boom was on are liv- 
ing in velvet ; their victims are watch- 
ing a turn in the tide so that they can 
unload, at some price, on some one 
else. 

Some of us who had no land to sell 
felt that it would be a mistake to have 
either of two things happen: remain 
dumb as to our great advantages, and 
see manufacturers pass us by for places 
with none of our facilities ; or permit 
the real estate men to start and con- 
trol a boom that in its after effects 
would be a detriment to the city’s 
growth. The city had one such boom 
about twenty years before, and had 
just about recovered from its evil 
effects. 

A few of us put the ball in motion 
and decided that it was our duty to do 
what we could to make the good 
points of the city known, and then to 
help those who might come amongst 
us by standing between them and the 
rapacity of the land owner. 

We called a public meeting, ex- 
plained our plans and purposes, asked 
for contributions to be used in adver- 
tising the city, and met with a hearty 
response. It was my lot to be elected 
secretary of the association, and also 
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to be placed on the advertising com- 
mittee. 

We first got out simple folders for 
enclosure in business letters, put them 
into every office in the city, and at no 
cost to us two hundred thousand of 
these were distributed throughout the 
Union. We then sent out a special 
boom number of the A/ade to every 
manufacturer in the North and East, 
hoping to attract some of them to our 
borders. Then I was ready to con- 
sider newspaper advertising pure and 
simple. 

It goes without saying that I had no 
lack of advisers as to where and how 
I should advertise. Whatever else the 
ordinary man does not know he is sure 
that he has mastered the whole science 
of advertising from A to Z. If I had 
carried out one-tenth of the schemes 
solemnly prepared for me by these ad- 
visers I could easily have spent one 
million dollars. 

Then this advertising expert is apt 
to be extremely narrow in his views. 
The one paper that he reads is the 
only one that should be patronized ; to 
use any others is but to throw away 
money. If he reads the Boston Journal, 
as one of our committee did, he will 
assure you there is no medium in the 
world its equal. His neighbor, who 
reads the 7ribune, takes you to one 
side and indorses that paper, and the 
third, who swears by the Suz, informs 
you of his preference. 

Of course we were visited by every 
advertising fakir in existence, and we 
were importuned to patronize every 
scheme afloat. But, strange to say, 
no matter how gauzy a_ scheme 
might be it was sure to find some 
backers amongst us, and they were 
more or less offended when I refused 
to invest in the scheme they were ready 
to indorse. 

Those of us on the inside were sure 
that it was necessary to use the funds 
placed at our disposal with great care. 
You can assess people once or twice 
pro bono publico, but there is an end 
always in sight. 

I began to use the metropolitan 
Sunday papers in a very modest way. 
My theory was, better an inch read as 
a news item than a column of booming 
advertising in competition with other 
boom towns. In many papers I had 
no trouble in securing the insertion of 
good items in the telegraph columns 
as special dispatches. In other cases 
my little items had to appear with ,*, 





under them, and the advertisement was 
evident. The manufacturers most in. 
terested in the new fuel were those in 
iron and glass, and I used the trade 
papers in these lines to a considerable 
extent. One such item was the direct 
means of giving us a ten-pot window 
glass factory. 

But you naturally want to know 
what was the result of our work, 

The first surprising fact that devel. 
oped in the correspondence coming to 
us was, that not only had the times 
given rise to the professional boomer, 
but there had sprung into existence a 
class of boom manufacturers—men 
on the lookout for large land and cash 
bonuses offered to those who would 
build a factory. This class promptly 
wrote us, their question being: What 
are you offering? Our statement of 
what we had to offer was too tame for 
them. 

Then the men with patents appeared, 
Their patent was always the greatest 
thing on earth. We might have the 
privilege of working it if we would or- 
ganize a company, pay in all the capital 
in cash, give half the paid-up stock to 
the inventor for the right to use the 
patent, and make him manager at a fat 
salary. 

After these followed manufacturers 
who were on the verge of bankruptcy 
at home. By moving to a new town, 
and getting a cash bonus for their 
plant, they might pull through, or get 
new credit and keep afloat a while 
longer. 

Now and then a man of responsi- 
bility looked our city over, talked busi- 
ness, and was helped to a location. 
But we had no public purse from which 
to draw cash to buy men to come to us, 
while we were surrounded by smaller 
places only too glad to get a factory at 
any price. 

Our boom was a plain disappoint- 
ment to our real estate men; they could 
not unload on each other, and the 
stranger within our gates did not come 
there as a land speculator. At one of 
our meetings a land agent complained 
that our advertising was not done on 
the large scale that was necessary. 
‘** We ought,” he said, ‘* to have a full 
page each Sunday for several weeks in 
the Cincinnati Axguirer, the Chicago 
Tribune, the New York World and 
Herald.” 

‘* Where is the money to come from 
to pay for it?” he was asked. 

**I can raise $5,000 to-morrow, if it 
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is known the- money is to be used in 
this way.” 

He was made chairman of a commit- 
tee to collect the money, and then to 
expend it in advertising. 

I waited to see some good work in 
this line, but that was the last we ever 
heard of it. His gush made our care- 
ful advertising look weak, and when 
we discontinued this to see his better 
work, the time never came for starting 
it again. 

Our boom was not meeting with the 
success the land speculators had hoped 
for. They began to search for a cause 
and they finally discovered it. The 
Standard Oil Company was investing 
two million dollars in a plant to bring 
natural gas to us from the field thirty- 
five miles away. None of our old citi- 
zens were willing to invest in so risky a 
business. A cry was raised that we 
were in the power of the octopus, 
and being squeezed to death. Others 
of us took no part in this and depre- 
cated an attack on the Standard, who 
was planning other investments in the 
city, and the end came in the disrup- 
tion of our committee. 

But what could we show for our 
work ? 

We had, at very small cost, made 
the city known to thousands of people 
who had previously no knowledge of 
it. We secured some factories that 
have been valuable acquisitions to our 
industries. We have seen the city 
make a rapid and healthy growth from 
that year to the present day, while the 
boom cities and towns have not held 
their own. And I am not sure but 
that we were far more successful than 
any of us knew. 

Among a moving population, as is 
the American people, I am well satis- 
fied that a little money can be judici- 
ously expended by any city or town, 
having real advantages, in making them 
known, And a growth so started is 
a healthy one. It is a ‘“‘boom” that 
comes to stay. 

ADVERTISING agents are vigorous 
in their opinions, and it seems to be 
their finest stroke of business to thrust 
an advertisement into a place where 
they are told it cannot go, and to get 
rates they are assured it is impossible 
to obtain; but, in spite of the theory 
of those agents, it often occurs that a 
simple advertisement has strength that 
a local paragraph or an editorial notice 
cannot have.—Aurat Halstead, 


THE PERFECT MAN. 


A FEW THOUGHTS ON AN ADVERTISING 
METHOD. 


By Geo. E. B. Putnam. 


In looking over Zhe Club, a day or 
two ago, I noticed an advertisement of 
Knox, the hatter, which begins with 
four lines of pseudo poetry as follows : 

OUR coat and trousers may be swell, 

And likewise your cravat, 
Yet, you'll be guyest of all guys 
If you wear a shabby hat. 

BUY ONE OF KNOX. 

Now, this may be all right from a 
hatter’s point of view, but it struck me 
that some shoe dealer might think 
otherwise, and advertise : 

N O matter how correct your dress, 
Your self-respect you'll lose 
If you should wear, with nobby suit, 
A pair of shabby shoes, 
TRY THE KORRECT SHAPE. 

This would probably serve as a 
challenge for some clothier, and the 
next doggerel might be something like 
this : 

N° matter if your hat zs new, 
Nor if you wear new boots, 
You'll not be “in it ’’ lest you wear 
One of our new fall suits. 
GO TO ROGERS, PEET & CO. 

To which the men’s furnisher might 
feel called upon to retaliate in some 
such manner as this: 


ITH coat and hat and suit all new, 
E’en though you have spent dollars, 
You'll shabby look and shabby feel, 
Without new tie and collars. 
ASK FOR FISK, CLARK & FLAGG'S. 


This ought to stimulate the other 
advertisers to emulate their brethren 
and ‘‘ get in a lick” for themselves, 
The man who advertises his gloves so 
extensively as ‘* Two-button Kids” 
could come to the front with this Ten- 
nysonian effort : 
bee mustn’t think your dress complete 

In all that fashion bids, 
Unless you have your hands encased 
In Alex. Fiddler’s Kids. 
FELIX ADLER'S TWO-BUTTON KIDS. 

Then, since one or two dealers in 
that line are awakening to the fact that 
advertising will help their business, it 
is not unlikely that these brilliant effu- 
sions would most likely call out some 
such effort as this , 
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AY, you’re not just right yet, my friend ; 
*T would really give us pain 
To see you at the club without 
A nice new fall-style cane. 
TRY CHARLES LEBIHAN. 


By this time every dealer and manu- 
facturer who is interested in men’s 
wear or furnishings would be likely to 
feel that a challenge was issued, and 
that he must accept and do his best to 
put forward his goods in quatrain. 
This would account for the appearance 
of the following atrocity : 


MONOCLE you need also. 
We have some just from London. 
What boots it if your sight is good ; 
Without a glass you’re undone. 
PROF. ALEXANDER, OPTICIAN. 


Then we may expect to hear from 
Rochester, Richmond, or elsewhere, 
just as a finishing touch, a bid for 
trade couched in the following language: 


_. look here, friend, ‘tis not the end; 
You're not completed yet ; 
You cawn’t be propah, mah deah boy, 
"Less you've a cigarette, 
USE RICHMOND GEM STRAIGHTCUT 

This might end this novel contro- 
versy, but it is hard to tell when such 
an epidemic would be stopped. It 
might, I think, prove an effective style 
of advertising if once well started. 

Of the pictorial possibilities of the 
above style of advertisements I will 
only observe that the opportunities for 
a clever artist are very noticeable. 
What do you think of it ? 


PERAMBULATORY ADVERTISING. 
By L. F. Vance. 


A few days ago I met an old-time 
advertiser, who was summering at the 
hotel. He is well known, as the phrase 
goes, ‘‘ in the trade,” if I were to men- 
tion his name. After a while our con- 
versation drifted easily to advertising 
ways and means, and the successful 
business man had something to say. 

** When I began to advertise largely 
in 1877,” said he, ‘‘ perambulatory ad- 
vertisements were in vogue. It was 
then that peripatetic street displays 
were all the ‘go.’ The variety of such 
forms of advertising was wonderful. 
It seemed as if a new kind came out 
every day. You could not go down 
Broadway, or any of the busy arteries 
of trade, without meeting a moving 
sign. 

““It was then that the peripatetic 
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‘sandwich-man’ was in constant mo. 
tion. The idea of putting a man be. 
tween two bill-boards and turning him 
loose in the crowded streets from morp 
to night was a good one. 

‘““That was what a_ Frenchman 
thought when he saw a living sand. 
wich boarded between a notice of Mr, 
Toole, the comedian, and the title of 
his farce, ‘/cei on parle Francaise,’ 





‘Ha! a traveling interpreter. Whata 
good idea !’ exclaimed the Frenchman, 
who was trying to find his way to the 
South Kensington Museum. * Pardon, 
Monsieur Toole, would you please 
show me the way to the Musee de 
Soutte Quinzingqueton ?’ 

‘** The idea could be worked in many 
ways. I had men surrounded by a bar- 
rel, only their heads and feet showing. 
In rainy weather, the umbrella dealer 
would have his men carrying huge um- 
brellas with great letters painted on 
them. Or, the rubber manufacturer 
would have his men parading the streets 
clad in long rubber coats, decorated 
with his name. 

‘* A familiar sight in those days was 
the shirt man, who carried a nicely 
laundried shirt bosom in a glass-cov- 
ered frame, which was suspended by 
straps. Many ‘samples’ were carried 
in this way. 

“*The hatters displayed the latest 
styles. The broad hat-band usually 
bore the name of the dealer in large 
letters. Fastened to the brim would 
be a card case and the request to ‘ take 
one.’ ‘Then the price of such a hat 
would be painted on, or the informa- 
tion that, if you wanted the latest styles, 
‘Go to store.’ 

“*'The life of a street advertisement 
is short; it cannot last long, for the 
public want something new. One of 
the neatest kinds of an advertisement 
was a tall young negro, dressed in the 






































height of fashion, followed half a block 
behind by another similarly attired. 
The only noticeable peculiarity of dress 
was the collar, known in the vernacu- 
jar as a ‘choker’ in minstrel shows. 
The collar seemed so out of taste and 
proportion with the rest of the suit 
that pedestrians turned around to take 
asecond look. And, as they did so, 
they saw the command to wear So-and- 
So’s linen collars. A soap dealer uti- 
lized the idea, and a certain ‘ German 
Laundry Soap’ was advertised as used. 
The trouble is, that your odd and tak- 
ing schemes might be stolen by your 
rivals, after it proved a hit. 

“Enterprising theatrical managers 
avail themselves of this form of adver- 
tising. ‘Two young boys were found 
wandering through the streets, ragged 
and disconsolate, when the ‘ ‘Iwo 
Orphans’ was played. A full-rigged 
frigate was wheeled through Broadway 
when ‘Pinafore’ came to town. I 
do not know how many ‘ Uncle Tom's 
Cabins’ have been displayed. Per- 
haps the most taking advertisement 
was Abbey’s pantomimic advertisement 
of ‘Humpty Dumpty.’ It was talked 
about and attracted great attention. 
The children all wanted to see the 
show. 

“Atone time the dealer in dumb- 
bells and Indian clubs made quite a 
display. The usual thing was to have 
a ‘big Injun’ chief carrying a war- 








club. The dumb-bell wagon used to 
be one of the familiar sights of the 
city. It was elaborately decorated, 
and drawn by a broken-down racer, 
whose bones were hidden from public 
gaze by the folds of the American flag. 
The driver was a negro boy, dressed in 
Oriental costume and loud colors. 

“* Advertisers had men mounted on 
horseback. Some had stage coaches 
carrying a band of musicians. A com- 
mon thing was to have a bell or cornet 
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player within a transparency. Now- 
adays it must be something extraor- 
dinary, or something extremely clever 
that can be advertised to advantage in 
this way. 

*** Do you think that perambulatory 
advertising pays ? 

““Yes; I think it does. I have 
tried all sorts of schemes of this kind, 
and from the results I am able to form 
my opinion, 

** In connection with newspaper ad- 
vertising you can attract wide atten- 
tion. For example, we introduce our 
goods in a Western city first by ad- 
vertising for three days in succession 
in the daily paper that our show parade 
would start from such a street at 12 
o'clock, and would go through such 
and such streets, All the children and 
women were out along the line, and, 
besides bring amused at our novelty, re- 
ceived samples. From that time on 
our trade in that city was established. 

‘* At present perambulatory adver- 
tisements are not exactly in fashion. 
Certainly, they are not as odd, or gro- 
tesque, or bright as of yore. It is 
difficult to strike a fresh device and 
to carry it out. 

‘** Some day I look for a revival of 
many of the schemes that once excited 
our curiosity.” 


MUTUAL INDORSEMENT. 

By Henry H. Cole. 
(Advertising Manager Pope M’f'g Co.) 
Every advertiser indorses every me- 

dium in which his advertisement ap- 
pears. 

Every advertising medium indorses 
every advertisement admitted to its 
columns. 

There may be exceptions to these 
statements, but they only prove their 
rules, 

Take the first proposition. 

How many advertisers and advertis- 
ing managers of prominent specialties 
have been solicited and even .impor- 
tuned for their patronage—offered cut 
rates and even free insertions—that 
their names might be used as guaran- 
teeing the standing and character of 
the particular medium which the so- 
licitor was handling ? 

Do not advertising solicitors and 
publishers thus tacitly admit that they 
desire the indorsement of those who 
are known to be good judges of adver- 
tising ? 

And while this is true of those who 
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are selling space in good mediums, 
it is still more applicable to those 
who seek to build up disreputable 
mediums. 

Some solicitors, generally those sell- 
ing a good thing, are ready to consent 
to this, and to say that they want good 
advertisements of well-known houses 
in order to increase the value of their 
mediums, well knowing that the strong- 
est testimonial that they can get is the 
constant patronage of discriminating 
advertisers. 

Others, and generally those who 
know their periodicals are not ‘all they 
ought to be, will not agree to this first 
proposition, but will argue that the ad- 
vertiser is simply buying space in which 
to tell about his wares. 

Yet these same men, having procured 
a good advertisement, take great pains 
to show it on all occasions, while they 
keep in the back ground all shady an- 
nouncements and doubtful advertise- 
ments. 

I will go a little further and say that 
the indorsement of a medium practi- 
cally carries with it the indorsement of 
every other advertisement in that me- 
dium. 

*‘A man is known by the company 
he keeps,” and when the same comes 
to be said of advertisers there will be 
less crowding together of all sorts and 
varieties of the good, bad and indiffer- 
ent advertisements. 

How many advertisers, when look- 
ing at a medium, turn over the pages 
and scan the advertisements to see who 
are using it ? 

Nearly every one looking for Royal 
Baking Powder, Scott's Emulsion, 
Baker’s Cocoa, and others of the same 
class, realizing that, if they find them in 
it, it must be of some recognizable value. 

But how many study the same col- 
umns to find whether disreputable, vul- 
gar and misleading announcements are 
allowed in them ? 

Very few, I am afraid, and when 
they are noticed they are lightly passed 
by as not worthy of attention. 

A recent writer in PRINTERS’ INK 
says: ‘‘I know of many instances 
where houses, and well-known houses, 
too, that spend thousands and thou- 
sands of dollars, sometimes in a single 
paper, have absolutely refused to insert 
their advertisement in any paper that 
does not discriminate and inserts many 
doubtful advertisements.” 

This has the true ring to it, and I 
am glad it is true. I hope that .the 
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number will increase, so that those who 
are seeking to build up good period. 
cals will be encouraged and compelled 
to eliminate everything not thoroughly 
reliable, and that those who will admit 
any doubtful advertisements to their 
columns cannot obtain anything else, 

Turn to the second proposition, 

This is admitted by the leading peri- 
odicals of the day. 

Every advertiser seeking to enter the 
columns of some of them has to under. 
go as thorough an examination as to his 
business character and reliability as if 
he were buying goods. 

And this not alone as of interest to 
the publisher, but because the publisher 
wishes to protect his subscribers, 

This is right. 

The advertiser is buying a marketa- 
ble commodity, and that commodity is 
worth all the more to him if it is kept 
clean, and sweet, and pure. 

But, unlike other marketable things, 
the advertising medium must be shared 
by all in company, and the presence of 
one who is not fitted to associate with 
the rest gives the whole a bad odor, 

This scrutiny is carried still further 
by the best mediums. 

Every advertisement sent in, even by 
reputable firms, is carefully scanned, 
and occasionally one is modified, and 
sometimes even rejected. As a conse. 
quence, the advertising columns are 
free from taint, and so worth more to 
those who are in them, 

But there are those who will not as- 
sent to all this. 

They make great claims of circula- 
tion, and speak of the class of people 
whom they profess to reach through 
their mediums, but are silent as to the 
vast number of doubtful announce- 
ments they carry, usually set in fine 
type and crowded together in some 
conspicuous part of the paper. 

They say that they are not responsi- 
ble for the frauds perpetrated through 
the use of their columns. 

I hold that they are, and surmise 
that, in many cases, the courts would 
be of the same opinion. 

And I am free to say, that if they 
will persist in admitting such announce- 
ments to their columns that their in- 
dorsement of any prominent advertiser, 
or, indeed, any advertiser, by printing 
his advertisement, will do them more 
harm than good. 

So far I have endeavored to speak 
from the advertiser's standpoint. Let 
me say a word as a subscriber. 





eve 
tis 


rliacrted! 


5. oe ee i 








peri- 
r the 
der. 
) his 
as if 
it to 
sher 


~ 











If I buy a periodical, I do so be- 
cause of some merit in it. 

If that periodical is to go into my 
home, I demand—and the careful pub- 
jisher admits my right to make that de- 
mand—that in its editorial and reading 
columns it shall be fit for my home, for 
my boys and girls to read. 

I have the same right to demand 
that its advertising columns shall be 
equally suitable. 

If I find any announcement in it that 
Jeads me to become a purchaser, I am 
entitled to believe that such announce- 
ment is strictly true, and will be carried 
out by a responsible house. 

The advertising columns of a paper 
should be just as carefully edited and 
expurgated as its reading columns, 
even at the cost of loss of present pay- 
ing business. 

And this should be the high aim of 
every periodical which admits adver- 
tising of any kind to its columns. 

+o 
WITH ENGLISH ADVERTISERS. 
By T. B. Russell, 
Lonpon, August 31, 1892. 

The Birmingham Dai/y Post one 
day last week furnished the following 
religious (?) advertisement : 






Nix RELIGION.—Young gentleman is 
AN founding a new religion, which is sure 
tu become popular, and desires a lady of 
means to assist him in the work.— Address 





The speculative and sanguine quali- 
fication ‘‘which is sure to become 
popular” breathes eloquently of ex- 
pected loaves and fishes—to be shared, 
perhaps (who knows), by the lady of 
means. Mr. James Payn, whose notes 
inthe ///ustrated London News, as I 
have before had occasion to show, fre- 
quently touch on advertising topics, 
has hit upon another religious an- 
nouncement. He says: 

Inthe Wiltshire 7ymes an advertiser—for, 
as Mr. Crummles says, “I don’t know who 
puts these things in; | don’t '’—offers a great 
opportunity to photographers, “* Notice 
Baptising by the Rev. A. E. J. Stermore 
Water next Sunday at 10:30 A. M. Pho 
tographers invited.” We read in the * Big- 
low papers”’ that “they didn’t know every- 
thing down in Judee,”’ and certainly among 
the things unknown to the carly church were 
photographers. As it appears the reverend 
gentleman uses “*tstal immersion,” it will be 
impossible, even by a snap sh«t, to take the 
subjects at the most interesting moment: 
they will probably have two mementoes of 
their appearance on this unique occasion— 
when they are wet and when they are dry. 

* x x x » 
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There is aclass of advertisement often er than the ‘‘ Wrecker ” affords. Nares, 
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seen in Irish papers which has always 
seemed to me of an astonishing nature. 
The public is invited to subscribe to 
certain objects, andis promised, in the 
event of compliance, the prayers of 
some ecclesiastic or other person, pre- 
sumably influential at the throne. ‘The 
London dailies have this week con- 
tained an example of the same sort, as 
under. I do not profess to know what 
the letters at the top stand for : 
M. D, G.—Nine hundred pounds wanted 
e for the new Catholic church and school 
buildings at Sutton, Surrey. Reader, do not 
pass this! We shall not case to pray for your 
welfare here and hereafter. Man leaves all 
behind him except his good works. Contri- 
butions, huwever small, will be gratefully re- 
ceived by the Rev. Daniel Ferris, D. D., Sut- 
ton, Surrey. The Right Rev. Dr. Butt, Lord 
Bishop of Southwark, extends a cordial bless- 
ing to all subscribers to this good work. 
% * # * x 


Popular writers are so dreadfully 
afraid nowadays that they may be ac- 
cused of having said a good word for 
some advertised article, that it is not 


The 





Wrecker 


ROBERT 
| LouIs 
STEVENSON, 


the most popular book of the day, 
witnesses the value of 


Pain Killer, 


the great family remedy, showing it 
to be a Medicine Chest in Itself. 


««+ Well,’ drawled 
Nares,.... 

(an experienced sea-captain excusing 
himself for not carrying a ship's 
medicine chest) 

«1 Never 
travel 
without 
some 


Pain Killer.’ ”’ 
‘* The. Wrecker,”’ page 182. 





For all emergencies, Perry Davis’ 
Pain Killer is the remedy to hand : 
for man, woman, or child; internal 
or external use. | 
Of Chemists, 1s, 1447. & 2s. 9d. 


IT KILLS PAIN. 





often one is able to ‘* score off” them 
in the way’which Perry Davis & Son 
have done in the annexed advertisement. 
The greatest care could hardly have 
produced a better write-up for Pain Kill- 
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the skipper, is being called over the 
coals for not carrying the regulation 
ship’s medicine-chest ; he excuses him- 
self by the sentence quoted: ‘* I never 
travel without some Pain Killer in my 
gripsack,” showing Mr. Stevenson’s 
acquiescence in the oft-advertised 
formula, ‘* Pain Killer is a medicine- 
chest in itself.” 
s # * * s 

Indeed, Mr. Stevenson seems to have 
a kindness for this medicine, for he 
again mentions it by name in his book 
on the Samoan troubles, called ‘‘A 
Footnote to History,” where he alludes 
to the Kanakas, who had got a knock 
or a wound in one of the numerous 
fights described (con amore) in that 
book, running to the rear for a little 
Pain Killer, and then slipping in again 
to continue the battle. 

* * * * “* 

A curious instance of tardily-awak- 
ened modesty is afforded in the two 
sets of illustrations to a home-gymnas- 
jum advertisement here shown. In 





the form first shown, the advertisement 
has for some months been very widely 
published. But latterly it would seem 
that the conscience of the proprietor or 
the advertising manager was awakened. 
The patrons of the machine are now 
exhibited modestly attired in stockings 
and combination garments as shown in 
the second example. The effect, where 
the two advertisements have appeared 
in consecutive insertions of the same 
periodical, so as to mark the contrast 
somewhat emphatically, was extremely 
laughable, and suggested to the ob- 
servant mind the condition of Adam 
before and after the fall. 
* * x * % 


Complaints are sometimes made of 
certain advertisements (particularly, as 
it happens, in ladies’ papers) on the 
ground of delicacy. I do not think 
that we are an indelicate people, but 
we are not very ‘‘ squeamish.” ‘When 
we are ‘‘ squeamish,” we are so (as is 
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the case, I must say, in America also) 
in the wrong place, generally. There 
was a great fuss some time ago about 
illustrated advertisements of ladies’ yp. 
derclothing, which, to my mind, had 
in them nothing offensive to any sengj. 
ble eye. The Pretiosa Caramel adyer. 
tisement, reproduced in PRINTERS’ Iyx 
August 17, seems to me much more 
undesirable, and even that it would be 
absurd to call indecent, though it jg 
perhaps not over and above delicate. 
Yet both in England and in America— 
most of all, perhaps, in Australia— 
there are medical advertisements, and 
advertisements addressed to women, 
about which nobody thinks of com. 
plaining, but which are a_ perfect dis. 
grace to the men who write them, the 
papers that print them, the post-office 
that carries them and the public that 
tolerates them. There is nothing to 
choose between the two countries in 
this respect; one is as bad as the 
other. But in America these things 
are supposed to be in the direct pur. 
view of the Post-Office ; yet Mr. Wan- 
amaker is so consumedly busy with— 
well, with other matters—that there 
doesn’t seem time for anything to be 
done. It is a curious fact that in 
England the Sunday papers are by far 
the worst sinners in this matter. 








LET ADVERTISING BE TAUGHT 
By O. W. Crawford. 


One of the most useful educational 
institutions of this country is the busi- 
ness college. In it are taught book- 
keeping, business handwriting, com- 
mercial correspondence and commer- 
cial law, as well as a host of minor 
things. The purpose of these com- 
mercial colleges is to fit men, not 
always young men, for business. Poor 
and rich, academic and college-bred 
alike, attend these institutions. Fathers 
here prepare their sons to join or super- 
cede them. Guardians discharge their 
obligation to wards by giving them a 
course in commercial college, which is 
supposed to fit them for self-support 
and independence. 

The graduate knows how to keep 
books, draw business forms and write 
correct letters in legible chirography. 


But what does‘ he know of best 
methods of attracting ard securing 
business? Is there any important 


thing in that direction which can be 
taught in a thorough commercial col- 
lege? There is. 
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Advertising can be acceptably taught, the American and English newspapers, 
and with good results, in every com- except for the purpose of proving the 
mercial college in this country. The correctness of the statements made. 
school which first adds a course in ad- _It is believed that if advertisers were 
yertising to its curriculum will inaugur- to adopt the same theory of self-protec- 
ate a branch of study as important and tion which labor and other business in- 
as vital to success as any it now terests frequently adopt when rightful 
teaches. prerogatives are endangered, that a 

Successful business men and adver- radical reform in this direction could 
tisers would gladly give information be secured. 
for school use. The best, the newest Let the representatives of advertising 
knowledge of methods and results houses meet in convention and organize 
localized can be had in each college. a society or union for the purpose of 

The adoption of this branch of harmonious and concerted action. 
study may mean prosperity for the To inaugurate this movement it 
business men and perhaps the millen- would only be necessary for a call to 
nium of newspapers, be issued to the advertising public, 

It is worthy of discussion by the which should be signed by half a dozen 
ress and careful consideration by the leading general advertisers, and gener- 





faculties of all the colleges. ally circulated privately, or through 
PrinTERS’ INK would be a prime the press, inviting co-operation. 

text-book. It is believed that were such a call to 

ee ee be issued, indorsed by the names of 

From London edition of Printers’ Ink. influential advertisers, that a convention 


AN ADVERTISER’S ORGANIZATION could be brought together, composed 
By F. W. Sears. = advertisers in all parts of the king- 
om, which would represent an annual 
Advertisers in England have found expenditure of at least half a million 
more difficulty in keeping pace with the pounds sterling in newspaper advertis- 
developments of artistic advertising ing alone. 
than their competitors in America, for Any action taken by such a powerful 
reason that the better class of English organization as this would prove, 
daily and weekly papers have set their would, of necessity, force four-fifths of 
face against display type and blocks so the newspapers antagonistic to the 
firmly that it has been impossible to reforms recommended to accede to the 
overcome their prejudices. commands of the convention. It is 
While there are a great many ex- possibie that a few papers like the 
cellent publications in England that will London Zimes and Telegraph might 
accept blocks and permit display type, be able to stand out against the organ- 
it is nevertheless true that many of the ization, but nearly all the country 
papers which all advertisers feel they papers would fall into line, and a large 
must have, still insist upon their old- proportion of tne London dailies and 
fashioned methods and setting, which weeklies. 
prevent any originality or dissimilarity No great reform in this direction 
in the appearance of the advertisements. will ever be accomplished except 
This action on the part of the papers through the me ium of some powerful 
amounts toa barrier like the Chinese organization, inaugurated on behalf of 
Wall in the case of any further develop- the advertisers, and inasmuch as the 
ment of modern advertising methods in interests of advertisers are so seriously 
England, and unless it can be overcome hazarded by this refusal on the part of 
it is difficult to see how the present the newspapers to progress with the 
system of advertising can be much times, it would seem reasonable that 
improved, they should see the advantages of a 
‘To be sure, the newspapers have movement on lines similer to those 
arguments on their side of the question, suggested here. 
but it is possible to produce newspapers _It is singular that any branch of busi- 
from America which far surpass in ness which annually spends millions of 
typographical appearance any newspa- pounds in a similar direction should 
pers published in England, which not not have some representative organiza- 
only accept blocks and display type, tion to correct abuses and inaugurate 
but which encourage their use. reforms and improved methods, in 
It is not intended in this article to keeping with the other advances in 
make invidious comparisons between business circles, 
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HAZEN IS FOR PROTECTION. 


East Rockaway, I 

Editor of Prinrers’ In 

Enclosed please find letter from A. D. 
Hazen, which may interest you, 

If Protection and Reciprocity is not an ad- 
vertising sheet for the Republican party, I do 
not know what an advertising sheet is. Is it 
not the intent of the postal law that the 
second-class rates are made for the sending of 
papers to actual subscribers? 1 hope our 
Democratic friends will get up a similar sup- 
plement; we may then see if the rule will work 
both ways. Yours, J. H. Grirritru. 


+, Sept. 19, 1892. 





Post-OrriceE DEPARTMENT, ) 
Office of the Third Assistant Postmaster- { 
General, { 
WasuincTon, D. C., Sept. 16, 1892. | 
Mr. J. H. Griffith, East Rockaway, N. Y.: 

Sir—Your communication of the 8th inst., ad- 
dressed to the Postmaster-General, relative to 
acopy of Protection and Reciprocity, pub- 
lished in New York, which was received en- 
closed in another paper, has been referred to 
this office. 

In reply, you are advised that under the 
provisions of Par, 6, Sec. 350, Postal Laws 
and Regulations, a publisher may enclose 
copies of another second-class publication 
with his ownand mail them to subscribers at 
the pound-rate of postage. 

Very respectfully, 
A. D, Hazen, 
Third Assistant Postmaster-General. 
sali acenatipcemnies 
THE COLD SHOULDER TO AMERICANS. 
From London Fame. 
Americans of the fair sex are inveterate 


“* shop-viewers,”’ and pass away a good deal 
of their time in that agreeable occupation, 
evidently to the great chagrin of a proprietor 
of a certain *“‘curio”’ shop in Wardour street, 
who has placed a large card in his window 
bearing this inhospitable legend : 

Notice To AMERICANS. 


This is not a public museum. 








- 
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GAMBLING ON THE ELECTION. 

From the Meriden (Conn.) Journal. 

The Journa/ noted a few days ago that a 

Boston newspaper had originated a $5-a- 
week-for-life volitical guessing scheme. Now 
from New York comes word that the pro- 
prietors of the Western Wheel Works have 
entered into an agreement with the New 
York Press, by which | take half a page 
of the paper for eight Sundays under the 
conditions that if Cleveland is elected the 
ress will not charge them anything for the 
ad., but if Harrison is elected the Western 
Wheel Works will pay the paper double rates, 
which would be $1,500. 





WANTS, 


Advertisements under this head, six lines or 
88, one time, $1.00. 


7 ANTED—A competent, reliable man, jobber 
an ee, as foreman of a country 
weekly. Situation permanent. Address“ N. J.,” 
Printers’ Ink. 


Peekioxs WANTED for a first-class monthly 
4 publication. Send catalogues, prices, sam- 
les, og to F. TRKIFET, 408 Washington St., 
Boston, 3 


CyOmt stent nouapaaee man, with experience 
as reporter, news editor and editorial writer, 
desires position. Desk work preferred. Address 
“ C.,” care Printers’ Ink. 


PRINTERS’ INK. 


‘OMPOSITOR—Good book and news com 
( / tor wants a job. Address M. 1. OSBORNE, 
Canaan, Conn. 


7 ANTED—Bright boys wanted in eve; town 
W to sell the best tea ever brought to this 
country. Good commissions. Write us for par. 
ticulars. THE ENTERPRISE, Evanston, [ij, 


DEAL MASTERPIECES—An Elegant Fall Ad. 
vertising Sheet. Suitable for any business, 
Send six cents for sample copy. GRIFFITH 
AXTELL & CADY CO., Embossers, Holyoke, Mags 


YRINTER—Good, steady, all-round printer 
wants foremanship of cowntry office. Age % 
Steady. References. Permanent position more 
an object than salary. “A. W. M.,” 3425 State St, 
Chicago, Il. . 


W ASTED SITUATION—By an_ experienced 

a hustler of 25, as cashier, book keeper, adv, 
man or assistant business manager Must leave 
present place on account of health. Address 
*E. A. 8.,” care Printers’ Ink. 


JURCHASER WANTED for the sale or copy of 
original money letters from countr buyers, 
received in answer to novelty advertisements. 
Have upwards of 100,000. Mostly Agents. Ad- 
dress Box 12, New Haven Conn. 


Wan ADVERTISEMENTS in PRINTERS’ Ink 
under this head, six lines (fifty words) or 
less, will be inserted one time for one dollar, 
For additional space, or continued insertions, 
the rate is 75 cents a line each issue. 
\ 7 ANTED—Position as business manager, ad- 
vertising sohcitor and editor on a week} 
paper having an actual cash-paying circulation, 
Salary $20 per wee. References given and re- 
quired. Address “ C. G. 8.,” care Printers’ Ink, 
LIVE YOUNG MAN, who has made a success 
4\ of a county paper and has + 1¢,000 to $15,000 
to invest in the control of or an interest ina 
Democratic daily, or daily and weekly, wantsa 
larger field. Address “ BUSINESS,” care Print- 





e 

MAS who has bought an established, paying 

4 weekly in growing town of 3,50, wants 

practical printer with newspaper eaperienee es 

work on salary, or make partnership arrange- 

ment. Address, giving rcferences, Box T., Car- 
ndale, Pa. 


W ANIED Every dry goods house to sell the 
“Harold” (gold wire) hair curler. (No 
heat ) Notion buyers, write to us for sample and 
terms. 200,00 sets sold in4 months. Retails at 
25c. Newinvention. Proved success. HAROLD 
MFG. CO., Worcester, Mass. 


.] WANT to write ads in series for local use. 

Ten ads, $2.50; five, $2.00. Send copy of paper 
they will be used in and state several specialties 
with prices. Send cash with order. If you don’t 
like the ads, I'll return the money. CHARLES 
A. BATES, Indianapolis, Ind. 


\ 7E want a man, a good live man, either asa 
partner or on commission, to represent at 
Chicago the newspapers of the South. 


We have 
liberal rates from all, and inside fi 


ures from 


many publishers. SOUTHERN STATES ADVER- 
TISI BUREAU, Nashville, Tenn. 








JURCHASER WANTED for ladies’ notion arti- 

cle (patented). Six months on the market 
and proved success. A fortune for party who 
can advertise it. Sells to dry goods and hair 
trade. Big field. Price reasonable. Address 
“ STAPLE,” Box 646, Worcester, Mass. 


HEUMATISM—We want the names and ad- 

dresses of a!l persons suffering with Rheu- 
matism, for which we havea positive cure Over 
2,00) cases successfully treated. Will send sample 
bottle for $1; regular price #1.50. Agents wanted 
everywhere. LA VILLE LABORATORY, Spring- 
field, Ohio. 


W ANTED—Your address and 25c., for which I 
send, in mailing tube, a colored map of New 
York City and vicinity—27 in. long—which shows 
and names the streets, ferries, parks, railroads, 
docks, &c. A reference shows location of 139 in- 
teresting places. WM. SPEKE, 340 Lawrence St., 
Lowell, Mass. 


W ANTED—A first-class editorial writer and 
experienced reporter wants engagement as 
editor. Will do special work, but not general 
reporting. Small city preferred. Rate of salary 
ag ge Or might wy hh praptice printer 
to buy country paper. <3 “M.N.,” care 
Printers’ Ink, 
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ANT TO TRADE an interest in an Eastern 
A stropolian daily, with good potion te Vay 
a ican 
on: n town of 4,080 to 10000, 1 have 
Sgood offer and want no ng e 
Correspondence confidential. “DUN,” care 


Printers’ 
TANTED—Eve' advertiser to know that the 
Wie SRLSTATE GROCER is the t 
leading gS mecmeet® ¢ in ew pty 

snd Michigan you are 
ony send for a samp lec copy and £6oH our rae 

Address THE TRISTAT: E 

Toledo, Ohio. 

VERTISING SPACE wanted in enchangs 
A 7 something every retail advertiser would 
— papers 1 towns from 2,000 to 30,000 only 
This -S 


advertisers. nd 
and rates. “Solicitors wanted. “ M.,” care 
of Printers’ Ink. 
OUNG MAN of good addr address, some cinestion 
Y and id some e brains, wanted to re yn 
isit schools and coll le aan Mey ke vi. 
to visit schools and co! me know]l- 
= of educational affairs £ a, Cg 3 
| aS or commission, or both. Add “A.B 
C.,” care Printers’ Ink. 
\ YANTED—Advertisers who want first-class 
nts’ and canvassers’ cash-order addresses 
to know that we Se Save 5 ae All new and au- 
pA. ge ie yb $1 


eee fenees s MB BOW. 
J PW ford City, V 
JANTED—But can’t find it—a method of ad- 
vertisi which brings bigger results than 
by mailing letters to every one you goase te 
These, sometimes, prove oolour tiem 
business is to re mce 


sonal interview ws. M Aen 
mile. Write for specimen. 
, 89 William St., N. Y. 


7E want the pomnes of nes of buyers of Bock G Gand 
rat . ro. Rock Can dy Crystals in in 
Cy ; also "Triple Hefineg Rock 
urnt Sugar Colorin: eare 
the Gad Syrup and’ manufacturers of these goods 
in America. Wholesale only, DRYDEN 4 & PAL- 
MER, 19 Hudson Street, New York. 








e y, ey as 
until Oct. $rd, one inch for three months 
a zeros SOUTHERN 8 TATES ADVER 


y 
fimeographs for sale cheaply. 


V TE assist advertisers — make newcuts, and 
ad ments complete, daily or 
_ do it in every State now, but — 


of 
plaisiy, ART LEAGUR, f, World Bldg. .. New York. 


y JHO WANTS TO DUPLICATE in fac-simile 
any nities tletters, wrappers, drawings, 
ho hesitate asking for free 


typewriting. Those w: 

descriptive circulars, &c., of the best duplicating 

appara’ ere not t lost, but certainly fail to save 

money. ntlemen, what have you to re- 
roduce# EXP DUPLICATOR CO., 5 Dey St., 
ew 


RIGHT YOUNG MAN, une to work, fluent 
writer, uniting a newspape! experience with 
Goreng practical and theoretical knowledge of 
agriculture and eretting | horse business, would 
7) position on first-c paper, to take charge 
department Has oy to such topics. Address 
wating LF eae and salary, “S.,” care 


j 7JANTED ADVTS—THE KINDERGARTEN 

NEWS, Buffalo, N. Y., wants your advt., and 

offers good inducements, too. It Peaches Kinder- 

= m teachers of America, mothers, primary 

hers and others interested in agg ye 
Prints six to eight thousand monthly. Edited 

able specialists AR for Sane. copy of this 

le 


vs 
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7 ANTED— Orders t ‘or ting of 
W We set paper, print, Int. fold and 
mail. Have ways in type ries, coonrs 
and miscel ‘or use in ones oe. 

work ; lowest UNION 
PRINTIN 


CO., 15 Vandewater nines Y. City. 
N old-established, succes: successful industrial “4 
trade paper has ) proeeaie opening 
the road for adve to follow deserip- 
tive writer. Illustra articles and advertisi ing 
for weekly issues during World’s Fair. e 
tory all east of Ohio, amongst su il, pro- 
eamire manufacturers. Give record and refer- 
“TACT,” raaee Ink, New York. 





FOR S. 3A LE. 


TS Advertisements under this head 75 centsa line. 


Sus PIECES FOR iy cee E. M. LE- 


MARIE, Little Ferry, 


a. FOR NEWSPAPERS. EMPIRE 
CO., 146 Worth St., New York. 


Bonne FOR COLLECTIONS—Send for lists. 
OO E, T. PARKER, Bethlehem, Pa. 


$1 BUYS 4 LINES. 50,000 co - PROVEN. 
WOMAN’S WORK, Athens, 
H4 ANDSOME Lei ie papers. Cat- 
alogue, 25c. AM. I . CO., Newark, N. J. 
- Fipopula flan, Broeps mane sai uontuany equip) 
habs apt Chicago printing 0’ 





- PREMIUMS—The Art Amateur’s exquisite 
Color Studies for copying e S pans 
MONTAGUE MARKS, 23 Union 8q., 


g 000- HALF CASH, takes < pd Demo- 
SOOO are War for aaa tas 
“QUICK,” Printers’ Ink. 


1 00 000 nia soll of bany Beate s at 
$2 00 1,2 and pay forfeit 4cts on each returned 
“dead.” AGENT'S HERALD, Phila , Pa. 


FS.® aa $-revolution Hoe vith Polder 
- 2,400 an hour; with 
attached All in first-class condition. 
6-horse power engine All will be sold 
a ddress H LD PUBLISHING CO., 
ritain, Conn. 





SPECIAL NOTICES. 


Advertisements under this head, two lines or 
more, without display, T5e. a line. 


EG RIT 

1 

V AN BIBBER’S. 

@ POKANE SPOKESMAN. 

wn 

L EVEY’S INKS are the best. New York. 
Beret HOTEL GUIDE | is invaluable to hotel 


supply firms. 
iS T. MULLINS’ MAILING AGENCY, Faulk- 
Del. $2 per 1,000. 





I UFFALO TIMES proves. over 33,000 circula- 
tion. It will pay you. — 


AS GUIDE, New York 
its’ paper. Send for copy. 


oe Pu, IT IN THE POST,” South Bend, Ind. 
Only morning z paper in in Northwest Ind 


M EDICAL BRIEF (St. Louis). circula- 
i tion of san medical journal in world. 


D ne ti We. line. D.R. DEWEY Hamliton, Gan _ 


4 i BRICKMAKER, Chic Chicago, Ill., twice a 
month reaches 10,000 10,000 users of machinery. 


Pa —DAVIS & CO., No. 605 Seventh St., 
Washingto 


The leading 


n, D.C. CI CHARGES MODERATE. 


TENOGRAPHERS fur; furnished without cha: 
for my services. W.G. CHAFFEE, Oswego, N. 


81.50 Fanblitse eke Si 
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Nyt hte 4 GUIDE. Mailed on receipt of 
STANLEY DAY, New Market, N. J. 


GUFERIOR. Mechanical nical Engraving . Photo Elec- 
trotype Eng. Co., 7 New Chambers St., N. Y. 


[Re TOURIST. Have you seen it?! THE 
NEWS SERIES. Do you know what it is? 
Utiea, N. ¥ 


T IS BIGGER — THE TERRE HAUTE EX- 
PRESS—than any paper in Indiana outside 
Indianapolis. 


N? question of “ known circulation ” arises if 
you secure the Pictorial Weeklies Co. to get 
you up @ paper 
‘OR SALE—A million a month to sensible ad- 
vertisers. Address PICTORIAL WEEKLIES 
CO., New York. 


GQ ENGIBLE advertisers issue their own Trade 
Revers —— _ help of the Pictorial Week- 
lies New Yor 


rPHE comeanien WEEKLIES CO., New York, 
furnishes naa papers for sensible ad: 
vertisers 


Ts Wh Lom 3 Wherefore. Read Science of 
Adve’ ng; price 25 cents. Western Adv. 
& Int po ort Smith, Ark. 


K ane thoroughly cov hly covered by THE KAN- 
\ “SAS WEEKLY CAPITAL, Topeka, Kan., the 
leading Aad, and family newspaper of the State. 


UR a we so low fee) we can’t buy a 
per? oe ‘eb WEEK! cire’n Sample 
free USTRATE WEEKLY, Topeka, Kansas. 


‘HE PEOPLE’S “JLLUSTRATED JOURNAL 
Gaonly> New Orleans, La A Southern fam- 
ly magazine, it reaches Sou’rn homes. Adv’tise! 


] pIRECTORY PUBLISHERS, please send circu- 
lars and price list of your directories to U 8 
40 — CO., L. Box 1407, Bradford, McKean 


JAPER DEALERS—M Plummer & Co., 161 

hej apn St., N. Y., sell every kind of paper 
used by printers and publishers, at lowest prices 
Full line quality of Printers’ Ink 


REMIUM Music Books for —y soap, 
novelty tea = other deale: ost satis- 
factory in every way Descri tive oan on 
application. Fo" TRIFET, 408 Washington Street, 
Boston, Mass. 


posted on all Life Insurance Companies. 
Kee at one La gam nlp LS. the best 
‘or 25 cen 
pad 4 kr 4 LEAVENWORTH. PUBLISHING Ce oo. 
ro! ch 


4 OHIO ag oe JOUREAL goes to the 

homes of . a re Pooh. in central Ohio. 
Daily, 12,500 ; Sunday, 17,000 
Nearly all the a 7: oral advertisers use its 
columns regularly. 


50, 00 ee Waneep, to send 
for specim d table of 
couttute of Soule’s ~¥ work on , &— and 
Expert Accountin t Stock Com 
keeping and Comp ex Partnership as ustments. 
pp. Sent free. Address GEO. New 
Orleans, La. 


R pram to THE GALVESTON NEWS, Geo. 
2 Co.. on 110 of Printers’ Ink, 
say 8 ere is also an es) ly 
Paper ein ¢ Galveston, daily and weekly, that 
foes well over the whole of Texas.” For sample 
copies, rates of advertising, etc., address A. H. 
B & CO., Galveston, Texas. 


January Ph 





L 9 ART DE LA MODE proves an average sale 
of over 30,000 copies. 51 Tribune Bldg, N. Y. 


2000 on aie ion. th Pain Men Mo. 
PIANOS, Saute Wasi oR 
PATENTS isa. Conse Bok PRE 


44-page Boo REE. 

BO STON. “Cottolene.” “Lydia Pin’ k- 
ham,” ete., etc., like my ads. 

would you. A. E. SPROUL, 658’ Washington Se 


35, 000 farmers ge a visiting them In 
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2OOO for Do cia P. 0. Box dou Botan 


WOOD ENSTAV 


{ras STEEL socom 
TEEL ENGRAVED BUTTONS, 1e, 
We will send to any address a beautiful Stee} 


imevaves Button of Harrison or Cleveland for 
0c. Agents wanted. BELLMAN BRO., , Toledo, 0, 


ic Always paye 5 
dvertisers, 


PUBL 
oO PI N 10 iy Washington. w York, 


Do You Want Agents? post ofces gent to S4.am 


os for the 
— - hes Agee ¢ soe me 
SMEAD, vi Vinclewa. (oer 


Cartoon-Portrait proposition will in. 
terest every live editor and pl please the 
































most economi 
CHAS. W. HARPER, Columbus, 0. 


THE EVENING JOURNAL, 


SEREEE « corr N. J. yy 15,500, 
vertisers. say it pa; 


66 59 A RARE BOOK 
FOR MEN, 
10 Cents Silver 
Mailed Secure. 6, siz 2 Cent Stamps 
P. 0. Box 108. 


WATCHES 


“the Best PREMIUMS. 


Address the manufacturers direct. 
THE Pi mm rey mge WATCH CASE CO., 
40 So. Third St., Philadelphia, Pa. 


N. A. LINDSEY, 
DESIGNER OP 
ADVERTISEMENTS, 
ROOM 408, 
Chamber of Commerce, BOSTON. _ 
San Francisco Bulletin. 


Largest Evening Circulation in California. 
High character, pure tone, 
FAMILY NEWSPAPER. 































ESTABLISH ED 1852. 


L. P. FISHER, 


Newspaper Advertising Agent, 
21 Merchants’ Ex., San Francisco 





If You Use Premiums, 


Or Sell Goods by Mail, 
And do not handle our goods, you miss some 
of the bst MONEY-MAKERS. 
Illustrated Catalogue Free. 


W. N. SWETT & CO., 
28 Reade Street, New York. 
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I write primers ;—adver- 
tisements. You pay me. 
They do, you. 


» EA. WHEATLEY, 
—— 





Chicago, Ill. 


Write to BRUCE: 
“Renew my contract 
in 





THE AMEFICAN 


as I cannot do busi 
ness successfully 
pn this great 
. I eongratu- 
ou upon the 


e let- 
tor, WM. G. BRUCE, 


blisher, 
Milwaukee, . Wis. 


35,000 LADIES 
WHO 


DO FANCY WORK 


Refer to THE MODERN PRISCILLA daily for 
instruction in Fancy Work and Painting, — 
tions for House Decoration, new pattern 
Knitting and Crochet, etc. 

Advertisers of first-class goods that ladies buy | 
should give THE PRISCILLA a trial order. 











| 

} 

Circulation proven by postal receipts, ete. | 

Advertising Rate, 25 cents per Agate line. 

Forms close the 20th of month preceding 
iasue. 


Address, PRISCILLA PUB. CO., 
LYNN, MASS, 


American 
Newspaper Directory £ 


FOR 


1392. 
GEO. P, ROWELL & 00.,, 


Publishers. 





TWENTY-FOURTH ANNUAL VOLUME. 


Fifteen Hundred Pages. 
PRICE, FIVE DOLLARS. 


This work is the source of information on Sta- 
— of Newspapers in the United States and 


Advertisers, Advertising Agents, Editors, Poli- 
ee age and the Departments of the Government 
pon Be ~ ~y its statements as the recogni 


“ia it = catalogued more than 19,000 news- 
Pa gl ves a brief Geocripticn of each place in 
which newspapers are published, —s name of 
county, population of place, etc., etc 
Sent to any address on receipt of price. Address 


AMERICAN NEWSPAPER 
DIRECTORY, 


PRINTERS’ INK. 


Soh rc yesulte. It §.C 





10 Spruce Street, New York. 





Under Oath ! 


Cal., 33,421 Ia., 55,894 
hio, 55,847 Ala., 16,823 S. D., 11,804 
Mich. 145, sie Ark., 21,348 Mass., 20,339 
M ‘Ariz., 1,806 Me., 23, 
Qre, 13 13,251 Col.,” 12.2% E 
3,514 Conn., — Wyo., 4,131 
Texas,48,972 Alask GO. te 
Can., #5 aD Wis.. 18,725 
Va., 22,916 Wash. 11,956 
Del., 1,168 N. Da., 8,209 
12/820 Minn.,19,642 
N. C., 15,432 
&.,18,325 N.M., 1,681 
Idaho, 4,031 N.J., 37,185 
539 Nev., 1,996 
5,213 Neb. 21,816 
an., 39,089 Foreign, 302 Mon., 4602 
nd.. 45,689 La., 9,479 Miss., 16,417 
.Y., 71,345 I. 'T., 4,558 N. H., 12,020 
Ga., 16,923 Tenn., 25,956 Mo.. 40,207 


Total Circulation of COMFORT 
‘Over Eleven Hondred Thousand. 


(1,110,036.) 


Largest in the World ! | 


| Space at en or direct of Publish- 
ers, THE a eg 8 & MORSE CON- 
CERN, Augusta, Me. Boston Office: 

228 Devonshire St. New York Office: 
23 Park Row. 


ATTENTION, PLEASE. 


We make Good Cuts at these rates: 1 col. Por- 
traits, 75c. ; 1 col. Buildings. $2.50; 2cok, Build., 
$3.50. The stuff for ws editions. Try us. 
CHICAGO PHO. ENG. 185 Madison St., St., Chi. 





; NO WASTE. 


u desire women customers tf 
appeal- 
to women exclusivel, 
ve you goods adapte to high- 
class customers! Select a publica- 
tion of interest only to women who 
have money to spend. The 


MIRROR 





FASHIONS | 


Not a 
iiehe: 





) answers these Not a clase 
trade paper. N 


Cheap ro ising in | is the he prostat that 
8 best ranges 
this 
)) Sample copies and estimates upon 
) application or through the agencies. 












PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 







PUBLICATION OFFICES: 
No. 10 Spruce Street, New York. 
No. 138 Fleet Street, E. C., London 








Issued every Wednesday. Subscription Price: 
One Dollar a year in advance ; single copies, 
Five Cents. No back numbers. Wholesale 
price, Three Dollars a hundred. 

ADVERTISEMENTS, 75 cents a line ; $150 a page ; 
one-half page, $75; one-fourth page, $37.50. 
Twenty-five per cent additional for special posi- 
tions—when granted. First and last page fifty 
per cent additional. Special Notices or For Sale, 
two lines or more, 75 cents a line; Wants, six 
lines or less, one time, $1.00. Advertisements 
must be handed in one week before the day of 
publication. 













































JOHN IRVING ROMER, EDITOR. 





NEW YORK, SEPTEMBER 28, 1892. 





THE advertiser who secures adver- 
tising at the lowest price is never in a 
hurry. He finds that it pays to wait. 


A NEWSPAPER in which advertise- 
ments are carefully classified gives to 
each one, in effect, extra display with- 
out extra cost. 

BECAUSE a newspaper has a very 
small circulation it does not follow that 
it is of wo value as an advertising 
medium ; and because a newspaper has 
a very large circulation it does not fol- 
low that too high a price may not be 
demanded for its advertising space. 











THE World’s Columbian Exhibition 
is destined to be an enormous success, 
if the cholera scare and New York 
quarantine regulations don’t spoil it. 
Those who have had an opportunity to 
observe are amazed at the extent to 
which the intention to visit Chicago in 
1893 is in the minds of the people of 
every class throughout Great Britain 
and the continent of Europe. 


WHOEVER discovers blots on the 
Harrison administration will, if he 
analyzes them, find the Philadeiphia 
shopkeeper at the bottom of nearly 
every one. Nearly every attack upon 
the administration that appears in the 
opposition papers either begins or ends 
with Wanamaker, and in most of them 
he is, to quote the New York Sux -: 


The head and the center, 
The lynch pin and hub. 
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THE publishers of Printers’ Ing 
hope to increase the size of the paper 
and introduce valuable new features as 


soon as Mr, Wanamaker gets off his. 


high horse or the Post-Office rids itself 
of the incubus that at present interferes 
with a proper performance of its func. 
tions. 





WITH the exception of the two or 
three assistants who led Mr. Wana- 
maker into the PRINTERS’ INK morass, 
no tson competent to express an 
opinion hesitates to say that the Post- 
master-General is wholly wrong in his 
ruling and that no one knows the fact 
better than Mr. Wanamaker does him- 
self. 





Apropos of the Sunday law as it 
affects newspaper and advertising in- 
terests, Lyman Abbott, editor of the 
Christian Union, writes to PRINTERS 
INK as follows: 

‘*T have been accustomed myself to 
rely rather upon moral sentiment and 
Christian culture for the preservation 
and protection of our Sunday than 
upon law, invoking law only in so fat 
as it may be necessary to secure the 
workingmen their right to one day in 
seven for rest. I think they have a 
right to this rest, and a right to its 
legal protection.” 

Mr. A, SCHWERTNER, a shoe dealer 
of Canton, Ohio, who is not without a 
perception of humor, occupies the 
greater space of his newspaper adver- 
tisement with a wood-cut portrait of 
himself entitled : 

A Picture of Determination. 

He then modestly goes on to say: 
‘* It is better to have a large stock of 
determination with a small amount of 
beauty, than to be a dude and purpose- 
less. We are not stuck on the shape 
of our face or the color of our hair, but 
we have FINE points.” 

For some reason men in the shoe 
business seem to be expending more 
ingenuity in the construction of their 
advertisements than any other trade. 
Sometimes, to be sure, this originality 
takes on the form of eccentricity, as 
in the following ingenuous announce- 
ment of a manufacturer : 

For a good many years Heywood was 
about the only man alive who believed 
that Heywood could make fine shoes. 

Everybody knows tt now. 
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Previous to 1847 illustrated and 
displayed advertisements appeared in 
the New York Herald, For a long 
time after that date no advertisement 
was received for more than a single 
insertion. 





THe New, York Recorder is very 
proud of a four page advertisement 
which appeared in its Sunday issue of 
September 11. It was inserted by the 
retail house of Bloomingdale Bros, and 
is said to be the largest newspaper ad- 
vertisement on record. In the next 
issue of PRINTERS’ INK will appear a 
five page advertisement paid for at 
schedule rates. A big advertisement 
commands attention from its very size, 
and even though every word is not 
read it carries weight. 
aa tal 


That Unpopular Ruling. 


From the Cape Cod Independent, Aug. 20. 
Printers’ Ink, a valuable and interesting 
ublication to every business man in the world, 
been excluded from the mails as second- 
class mail matter by the Postmaster-General. 
It will cost the publishers, Messrs. Geo. P. 
Rowell & Co.,of New York, $500 a week to 
mail the papers to their subscribers, but they 
have the satisfaction of knowing that the press 
all over the country believe Wanamaker's de- 
cision to be unjust, and next March Grover 
Cleveland will put a man in Wanamaker's 
shoes who will do what is right, and place 
Printers’ INK where it belongs—as second- 
class mail matter. 


From the Paso Robles (Cal,) Leader. 


Printers’ Inx is still denied the use of the 
mails as a requiar publication by the postal 
authorities. It seems as though the Post- 
master-General, Wanamaker, must have some 
—— spite at the publishers. PRINTERS’ 
Nk is printed in the interest of advertisers, 


From the Publishers’ Weekly, Sept. 10. 


The Postmaster-General has ruled definitely 
that Printers’ Ink, the lively little journal 
published by Rowell & Co., is not one of “the 
bona-fide papers of the land,” and therefore he 
withhoids second-class privilege from its pub- 
lishers. We will leave it to the aggrieved 
parties (who are well able to take care of 
themselves) to dispute ‘the justice of this de- 
cision, but consider it pertinent at this time to 
point out that if the Postmaster-General’s 
ruling in this particular case is valid and de- 
fensible, then the publishers of a number of 
journals similar to Printers’ INK must pre- 
pare themselves for a like fate. Foremost 
among these may be named the publisher of 
Book News, a conspicuous uninterrupted ad- 
vertisement of Philadelphia's mammoth bazaar. 
Its publisher may pretend that it is not one of 
those publications ‘“‘owned or controlled by 
one or several individuals or business concerns 
and conducted as an auxiliary and essentially 
for the advancement of the main business or 
calling of those who control them,” which, ac- 
cording to the Postmaster-General's ruling, 
should be excluded from second-class privi- 
leges ; but then he might just as well pretend 
that the advertisements that help to defray its 


PRINTERS’ INK. 
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expenses are obtained upon its merits as an ad- 
vertising medium and not as a consideration 
of patronage nor without a slight pressure of 
moral suasion, The Postmaster-General be- 
ing a just man will recognize the axiom that 
sauce for the goose must be sauce for the 
gander, 


From the Indianapolis News. 


The sanctimonious Philadelphia merchant, 
whom the office of Postmaster-General has 
long adorned, in making his contribution of 
$25,000 to Mr. Bliss’ till “‘ for the good of the 
cause”’ | nee vouchers required), announces 
that he does not want to be in the Cabinet 
another term. The entire country, irrespect- 
ive of party or creed, or previous conditiun of 
servitude, including aliens and Indians un- 
taxed, cordially reciprocate the feeling. When 
he retires to his Market street emporium, 
whence he too soon emerged, the weary land 
will heave a grateful sigh and say, for this re- 
lief, “ Much thanks.”’ 


From the Calicoon(N. Y.) Echo, Sept. 15. 


The best conducted journal in the United 
States, or in any other country, for that mat- 
ter, issued in the interests of advertisers and 
publishers, is Printers’ Ink. It comes every 
week, freighted with very welcome ideas and 
important information, But we never pick it 
up without feeling mad clear through, There, 
on the wrapper, is a one-cent stamp, a mute 
though infallible witness to the fact that this 
valuable publication is denied the rights of 
second-class matter (to which it is clearly en- 
titled) at the New York post-office, by the 
order of Postmaster-General Wanamaker. 
This czar of the Post-Office claims that Print- 
ERs’ INxk is not a bona-fide per, as some of 
its subscribers do not pay ther subscriptions 
in cash, The Echo takes butter, potatoes, ap- 
ples, wood, and dozens of other articles that 
are not cash, in payment for subscription, and 
nearly every country paper does the same 
thing. Wherein, oh mighty ruler of the Post- 
Office! is our case different from that of 
Printers’ INk? We are all in the same cate- 
gory, Mr. Czar, and if one is punished, punish 
all, and with equal severity. 


From the Lynn (Mass.) Weekly, Sept. 12. 


That sturdy little publication, Printers’ 
Ink, the friend and welcome visitor of every 
publisher in the land, is fighting a good battle 
(and we hope a winning one) with the Post- 
Office authorities at Washington. This is not 
the first time that Printers’ Ink has attracted 
the officious attention of the Post-Office offi- 
cials, and it has always come out victorious, 
for the simple reason that it had justice on its 
side. That its cause is an equally just one in 
the present instance hardly a fair minded per- 
son conversant with the facts will deny. 
Printers’ Ink has been ruled out as second- 
class matter, and is now compelled to pay 
third-class postage, the change involving an 
additional expense to the publishers of over 
“$50 aweck. The principal reason advanced 

or this change by the Post-Office Depart- 
ment is that the paper is ‘‘ primarily intended 
for advertising purposes.’’ This will hardly 
accord with the opini of the th ds of 
readers and advertising le who for years 
past have looked up to the fttle weekly as an 
educator in the journalistic field, 





<<. 


The compositor who set up £10,000 
to read one thousand might have prevented 
his mistake by a little fourth-ought. — Print- 
ing Times, 
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“A PUB Lishi E ERS 
Oe. BICYCLES 
for themselves, ~~ or 
r use as premiums pro- 


cure same from = on favorable terms, “and 
Rata all and balance in advertising. 
oe anes, 5 new and second-hand, and sell 


ROUSE t HAZARD Sy yea sana Peoria, Il. 
Dodd's awncine Azer Boston, > 
Send for Estimate Je 


RELIABLE DEALING CAREFUL SERVICE. 
ey” LOW ESTIMATES. ~29 


























row to Make 
RUBBER STAMPS. 
Use Latest Improved Process 
and a New York Vulcanizer. Cir- 
culars free. BARTON MFG.CO., 

338 Broadway, New York. 


PPP AAA PD 


THE HOME CIRCLE, ' 


2 b) 
4 

‘ ST. LOUIS, MO. Q 
: 75,000 Copies Each Month. 
: ] 
4 > 
















An exceedingly desirable medium for 
GENERAL ADVERTISERS. ( 
Pus. Co., St. Louis, Mo. a 








Tus Hous Ciacuz 








PREMIOMS. 


THE NATIONAL 
PREMIUM CO., of 
58 Warren St, N.Y. 
furnish publishers 
the variety 
on the most favor- 
able terms. Wr te 

to them AT ONCE for 


Premiums to be 
given for new sub- 
scribers. << 


Success With Flowers 


Is hailed as the BEST and BRIGHTEST 
Floral Magazine published. 


Paid in advance 
Circulation exceeds 50,000 Copies. 


Advertising received direct or through any 
agency. 
THE DINGEE & CONARD COMPANY, 
WEST GROVE, PA. 


Over be aa pel = 


Proved Proved Average past Nine a 

















Rates Lowest for 
quantity and quality of 
Circulation. 


PRINTERS’ 











INK. 


™ SPOKANE 
SPOKESMAN 


has 75 per cent more paid subscribers 
than any other daily peper polsnes 
within 300 miles of Spoka: 


Kate Field’s 
Washington, 


SEEEEEEEEEREEEEEEES 























Is read by intelligent 

who pay their bills. Are thos 
the people you want to reach 
when you advertise! 
Washington, D. C. 





ae44 
PED 


Information 


as to cost of any proposed line 
of Newspaper or Magazine Ad- 
vertising may be obtained 


Free of Charge 


upon application to The GEO. P. 
ROWELL ADVERTISING CO., 
10 Spruce St., New York City. 
An experience of more than 
Twenty-five Years, unequalled 
facilities, and the control of a 


large volume of business, in- 
sures 


Good Service 


and every possible advantage in 
the matter of price is 


Guaranteed 
Correspondence invited. 


THE GEO. P. ROWELL 
ADVERTISING CO., 


10 Spruce St., New York. 
+4 + 
+4 +. 
: , 
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Advertising in England. 


I will be glad to furnish accurate and specific 
information about the cost of any istimates sub 
tising in English publications. sub- 
mitted without charge 


Asa tee of my 
responsibility I may say that I am the ‘London 
resentative of PRINTERS’ Ink, and I beg to 
rele! r —- to the following 
From H. H. WARNER & Co., L’t’d, 
Proprietors and ‘Mematre of of Warner's “Safe’ 
86 Clerkenwell Road, Lonpon. 


We have known Mr. 


PRINTERS’ INK, 


vecaNEWSPAPER 
ADVERTISING Az. 


WE GIVE TO ALL CUSTOMERS 


Judicious Al 

Selections, Positions, 
Experienced Unbiased 
Assistance, Opinions, 
Prompt And 
Transactions | Confidential 
Low Prices. Service. 


CONTINUOUS ADVERTISING BRINGS SUCCESS! 





GA can testify as to his integrity and 

ionesk d also his. ability to represent any| ADVERTISEMENTS DESIGNED, PRoors SHOWN AND 
in 2 Eng d. ESTIMATES OF COST IN ANY NEWSPAPER 

WA vc & CO., L't’d. FURNISHED FREE OF CHARGE. 


Correspondence invited. Ad 
WEIS advertane agent. | J Le STACK & CO.,°%EAT™ 
Wishing to reach 
ADVERTISERS—"o"SEWiNG MACHINE TIMES, “<tr 3 


igious List complete without 
HE MACAZINE OF CHRISTIAN LITERATURE 
wena ok rates on application. CLINTON Ha New Yorx. 


THE NEW CYCLE 36 Union vs organ of ag Neng Doduentinn <f of 
Yes women < Clubs. Tons Dail 

e the Official organ a’ ~~ ge mg. Qonean usic Mil “Chicago pa. £- 

me matter of a Club Ab, pb pte Tne CyYcLz, with Mrs. J. C. Croly, as editor was 

made the organ, and pledged the support of the 1 Federation. 

Estimates Submitted. If you are thinking of advertising, let me 
send you figures. No charge. Liberal dis- 
counts allowed on all publications. 

B. L. CRANS, tn Spruce St., New York. 


Room No, 4. 


Seen —€ —t. 
(Signed) H. H. 





























Effective Advertisements 
Prepared. 


The Christian Advocate. 


Official weekly Le wy newspaper of “ The Methodist Episcopal Church.” Circulation. over 

50,000 guaranteed. We invite correspondence from advertisers who would like to reach our 

people, and whose advertisements would be appropriate for a religious family journal. Address 
HUNT & EATON, Publishers, 150 Fifth Ave., Cor. 20th 8t., New Yerk. 











The one paper of Wisconsin, Minnesota and the Dakotas. Cras. H. Eppy, Eastern Agent, 
10 Spruce St. ane York. CRAMER, AIKENS & CRAMER, Milwaukee. 


The Muscatine Journal, 
The Clinton Herald, 
The Ottumwa Courier. 


THREE IOWA PAPERS of standing, circulation and influence. 


‘©All in one family.” For rates, &c., address direct, or to 


LEE & MAHIN, 808 Tacoma Building, Chicago. 
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In the 
Van. 





THE 


Sunday Mercury, 
NEW YORK. 


There 
to stay. 



















Advertising in the SUNDAY MERCURY 
pays better returns on the amount in- 
vested than you can obtain elsewhere. 

One hundred thousand circulation. 
among half a million readers. Can 
you ask more for twenty-five cents 
per line? 


Give it 
a trial 


Sunday Mercury, 


NEW YORK. 


and be 
convinced. 


PRINTERS’ INK. 


Our 
Country 











Home. 
Put It on Your List. 
Circulation 
Guaranteed over 
100,000 
OR NO PAY. 
USE IT NOW. 





Write for rates, sample copies, etc., to 


A. L. FENTON, 
Advertising Manager, 
Room 63 World Bidg, 
NEW YORK CITY, 


or any reliable advertising agent. 













Of course you can get 
@ People to read your ad. 


during campaign times. 


Put it in the November issue of The 


LADIES 
WORLD. 


and reach a well- 
to-do class of la- 
dies who are look- 
ing after home in- 
terests and letting 
politics take care 
of themselves. 

Circulation for 
November will ex- 
ceed 





| 
400,000 


Forms close Oct. 5th. 


copy. 
S. H. MOORE & CO., 


27 Park Place, - = - New York. 








Copies. 


Write for a| 


oe ee 
In selecting your 
papers for advertis- 


$ ing, be sure you 
@ have 


The New Orleans Delta 


on your list. 


ee 





DAILY, 
| SUNDAY, 
WEEKLY. 

The best circulation 
in LOUISIANA and 
MISSISSIPPI. 
























It Pays to 
Advertise 
STRICTLY 


FIRST-CLASS 
GOODS IN 


The Arena 


Magazine 


Not high priced 
But high grade. 


ARENA PUB. CO., 
Copley Square, 
BOSTON, = 


Orders for 
Printing 
Solicited. 








MASS. 


PRINTERS’ INK 
PRESS, 


8 SPRUCE STREET, 
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16 to 66 Years 


published, these papers have 
gained the confidence of their 
readers. Being the only papers 
published in their denomina- 
tional field they have exclusive 
control of it. ‘The field is rich 
with families able to buy what 
they want. 

Will you create the desire on 
their part to want the article 
you have to sell ? 








Put | sunday School Times. 
' PHILADELPHIA. 
Them Presbyterian. 
On | Lutheran Observer. 
Christian, Standard. 
ristian Standa 
Your ee Journal. 
i Ref’d Church Messenger 
List ee ag Recorder. ° 
Christian Instructor. 
We open the best poo Recorder. 
way toreach them.§ Presbyterian Observer. 





Over 260,900 Copies 
Religious Press 
Association 
Phila 


al 


:|We 
Get Inquiries 


from some of the other papers 
in which we advertise for a sin- 
gle animal, but through The 
Rural New-Yorker we _ hear 
from men who want several 
head at once. This difference 
marked our correspondence 
from the start. Mr. Morton 
and myself see clearly that 
The Rural reaches the _ best 
class of practical farmers, who 
have money to spend and want 
to spend it. They are certainly 
good buyers. 

H. M. COTTRELL, Supt., 
Ellerslie Stock Farm, Rhinecliff. N Y 
(The Hon, Levi P. 

Sample copies and advertis- 
ing rates of 


THE RURAL PUBLISHING CO,, 
Times Building, New York, 





Morton, Proprietor) 
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What’s What? 
What can be Advertised ? 


Anything that is legitimate. 


What is a Good Medium ? 


A newspaper with a large bona-fide circulation. 


What is the Best Paper ? 


The one with the largest circulation and best news. 


What makes it Cheap ? 


Being read and consulted by more people. 


What do we all Want? 


The best medium at fair prices. 


What is the Best Plan ? 
Advertise in ** DIE WESTLICHE POST.’’ 


WHY ? 


Because it has the largest circulation, the most 
news and the most liberal advertising rates of 
any German daily in the West. 

WESTLICHE POST ASSOCIATION, Publishers, ST. LOUIS, MO. 


Aira dada yaaa aaa aaa aayadady aad dad gdp daddadddad 
26244444444 4444444 4444444444444 4444444444446444644 6644466444. 


The London /§ 2 
x -/ Advertiser, 


as Ss 
Morning, Evening, Weekly, 
ESTABLISHED 29 YEARS, 
Circulates throughout Ontario, the best Province or State 
in the North American continent in all that pertains to a 
live, progressive, intelligent people. Ontario leads in 
Manufactures and in the Products of the Farm and Dairy, 


as will be demonstrated to your satisfaction at the coming 
World’s Fair. 


An Advertisement in ‘‘The Advertiser’’ is read by the 
majority of this constituency, and it will 
pay you to reach them. 








ing nnn na apa a aaa ad aia ada aad aa aba fait fap 
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We trust you will be moved to follow the suggestion. 
ADDRESS 


ADVERTISER PRINTING CO., London, Ont. 


Aaa aad ddd dad badd ddd ddd ddd padded paddy nd dad ddd adda tad 
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Apap rpg dada papa aapyay a prd papayas trary aaa a aaa aaa aaa apap 
Db hh hh hhh, hb, bbb bbb bbb i 


(6444444444444 44468 04 








FeeereeeeeeeeeCee CeCe 
























PRINTERS’ 





INK. 











wT veeeereeee CeCe CCC CC CCC CCC CCU TUS TVG 








QUALITY. » +. +. 4 . QUANTITY. 








Publicity, to an advertiser, is everything. Quality, as well as 
quantity,is an important factor. When united in a single medium 
such as 


ALLEN’S 
LISTS, 


the advertiser avoids the dross that he will find and must accept 
and pay for, in any other Million, no matter how the formation. 





E. C. ALLEN & CO., 


PROP’S, 
AUGUSTA, ME. 
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300,000 . 300,000 
THINK FOR A MOMENT WHAT 


300,000 
PAID UP SUBSCRIBERS MEANS. 


The Mayflower 


(Published at Floral Park) 


HAS THEM. 


a 
Address JOS. J. DE LONG, - - Manager, 


89 TRIBUNE BUILDING, NEW YORK. 


300,000 . 300,000 








1 
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THE NEW YORK LEDGER 


Keep the fact in mind that the LEDGER pays advertisers, and don’t fail to put 
it on your list for fall business. Rate for 1,000 lines, to be used within one year, 
or for 52 consecutive insertions, $1.00 net per line. Make contracts now. 


ROBERT BONNER’S SONS, Publishers, Sprace and William Sts., New York. 


THE CATALOGUE IS OUT. 


It is filled with good things for Premium users. NEWSPAPER MEN want 
it now while compiling Fall Offers. Soap, Tobacco, Novelty 
Manufacturers, Seedsmen, Coffee Roasters get 
suggestions from its pages. 


HIGH VALUE at LOW COST is the SECRET of SUCCESS 
in the PREMIUM BUSINESS. 
Send for the Catalogue, Net prices are in it. 


EMPIRE tedusmaioiin COo., 
146-148 Worth Street, = . NEW YORK. 


Kissing Goes by Favor ; 
Advertising Should Not, 
But Sometimes It Does 


It would not be misleading to invite those who propose placing advertising on a cold- 
blooded business basis, in the matter of selecting mediums, to a perusal and consideration 
of this announcement. With those whose business is placed and controlled by favoritism, 
it is different; they might be less interested. 


A PLAIN STATEMENT. 
“ If you see it in the SUN it’s so.” THE SuN, NEw York, Sept. 18th, 1892. 
J. Martin Miller, Esq., Mngr. “ The Home-Maker,” 36 Union Square, New York City: 
My Dear Srr—Your magazine proved such a fine midsummer premium that we desire to make 














an arrangement for its further use. A count from our books shows that we sent you eighteen 
hundred and seventy-six new yearly subscribers during the months of bint’ te 7ane and July, for 
which we paid you in cash. Very sincerely yours, 


id The c York Wenntr SUN. 


THE HOFFMAN PRESS, NEW YORK, Sept. 20th, 1892. 
To Whom It May Goneere: : We do the printing, binding and opies th of the Home- oe magazineg 
In ril, 1892, we manufactur ed 1. - more copies t an in yeni . 


7, ’ 
“ June, “ “ a - “ “ “ _ 92. 
- ved ” yA 2500 sa ye June, "92. 
= gust. “* > 3,000“ * ” July, 92. 
x Staber, 1892, ” 3500 “ ™ sd Aug., °92. 
Increase, . . .. . . . 12,500 in six months. 


THE HOFFMAN PRESS, Louis B. Horrman, Mgr. 


ANNOUNCEMENT! 


Tue Home-MaKerR MaGazineE with the September number ends the eighth volume. 

Beginning with the ninth watamte, the October number, THE Home-MakKeER will show a 
vast improvement in every respec 

his improved condition is justified by the very steady and substantial increase of 
etreuiation during the past ten months. 

Not a mere boast; see proof above. Advertisers in THE Home-MAKER will get the benefit 
of the improvement upon the high standard of excellence we have endeavored to maintain 
in the past, without additional cost for a limited time. 

The price will still be Two Dollars a year. twenty cents a copy. 

Everybody should see the new Home MAKER before making up lists, and we invite every 
advertiser, and every one having anything to do with advertising, to ask for a copy of the 
new Home-Maker, which will be cheerfully sent. 


THE HOME-MAKER MAGAZINE, Union Square, N. Y. 
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A CENUINE PROOF. 








The St. Louis Republic 


SUSTAINS ITS CLAIMS. 





—e 


WHAT THE PUBLISHER SAYS: 


Averages June, July, August and 
First Half of September. 

StaTE OF Missourt, } 
City of St. Louis. § 
Charles W. Knapp, publisher of THE St. 

Louis RepusLic, being duly sworn, says the 
average number of full and complete copies 
of THE Repustic printed during the three 
months ending August 31, 1892, and the first 
half of September was as stated below for 
the editions named, the figures for the Daily 
and Sunday ay | exclusive of the Weekly 
issue, and those for the Weekly being ex- 
elusive of the Daily and Sunday issues, but 
covering two issues each week, hence double 
the number of copies named : 


ss. 


Daily and 


























Sunday. Weekly. 
Average for June....... 54.3 2 130,796 
Average for July..... 33:9 133, i 
Average for August.....59, 136, 
Average ‘or 3 months...55,9) 133,770 
Average for first half of 

September.........+.+. 63,812 138,102 
CHAS. W. KNAPP. 


Sworn to and subscribed before me, this 
fifteenth day of September, 1892. 
JOS. G. HOLLIDAY, 
Notary Public, City of St. Louis, Mo. 
My commission expires Sept. 7, 1894. 





WHAT AN 


Report of Nelson Chesman & Co., 
Advertising Agents, St. Louis, New 
York and Chicago. : 

NELSON CHESMAN & Co., ) 

Newspaper Advertising Agents and Deal- | 
ers in Printers’ Supplies. Business Of- } 
fice, 1127 Pine St., St. Louis, Mo., | 

Sept. 10, 1892. | 

Publishers Repus.ic, St. Louis, Mo.: 


GENTLEMEN — Being instructed by Messrs. 
Nelson Chesman & Co. to inquire noe | 
into the circulation of THE REPUBLI«, 
visited your establishment on the morning 
of August 31, and was present in pressroom 
while the entire daily edition, with the ex- 
ception of a few copies, was being run off. 

According to registers on presses a total of 
57,930 copies were printed, and within the 
next two days I inquired thoroughly into the 
disposition of these papers. 

I find, after examining the records used for 
preparing bills to news agents and carriers, 
that 49,853 were actually delivered to sub- 
scribers. There can be no doubt of the ac- 
curacy of this number, as the books were in 
shape to facilitate rendering of monthly 
statements to outside patrons as well as 
weekly bills to local carriers and all books, 
accounts, etc., relating to manner of circula- 
tion, were placed at my disposal. In addi- 
tion of this number 5,535 single copies were 
mailed to subscribers; counting-room sales 
for the same day, 318 ; sample copies, 300, and 
complimentary copies to employees, city, 
State and national officials, etc., 33), an ac- 
tual circulation of 56,336 copies for the day. 

To verify the above I compared these fig- 
ures with the daily circulation for some 
weeks previous, and I am satisfied that the 
increase from day to day is no more than 
could naturally be expected. 





IMPARTIAL EXPERT SAYS: 


The investigation also included an exam- 
ination of the Sunday and “‘ Twice-a-Week” 
edition. While this was not so exhaustive, it 
was complete enough to warrant the belief 
that your claims—Sunday, 70,000; Twice-a- 
Week, 136,300 each issue—are correct, and in 
fact the receipts for postage paid for mailing 
weekly seem to substantiate your statements 
absolutely. 

What impressed me most favorabl 
the willingness of everyone connec with 
THE REPUBLIC to place before me any docu- 
ment relating to the circulation, which fact 
alone would indicate tnat you had nothing 
to conceal. 

As a loyal St. Louisan, I beg to congratulate 
you upon the success of THE REPUBLIC, and 
eel sure that your position in the first ranks 

of American newspapers is well deserved. 


ery res tfully, 
RICHARD PENDERGAST. 


was 





NELSON CHESMAN & Co., 
Newspaper Advertising Agents and Deal- 
ers in Printers’ Supplies Business Of- > 
fice, 1127 Pine STREET, St. Louis, Mo., 
Sept. 10, 1892. 
Publishers Repvus.ic, St, Louis, Mo, : 


GENTLEMEN—We take pleasure in extending 
herewith the report of Mr. Pendergast, 
covering circulation of THE Repusiic. Mr. 
Pendergast has held a responsible position 
with us for some years, and has acquired 
such a knowledge of the business as to ren- 
der him ia every way competent to make a 
systematic and accurate investigation. 

Very respectfully, 
NELSON CHESMAN & CO. 
CONRAD BUDKE, 


Secretary and Treasurer. 
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‘i COMBINED PAID-FOR DAILY CIRCU- 
LATION OF THE © 


Detroit News, 





Pittsburg Chronicle Telegraph, 





Cleveland Press, 





Totals 148,000. = = = 


Standing of the Papers, - UNSURPASSED. 
Character of their Circulation, - THE BEST. 
——o@oe—_- 


This circulation has not been gained 
by guessing contests nor fake schemes. 
MERIT alone has placed them where 
they are. All three are leaders. 


oS 
C. J. BILLSON, 148,000 


Tribune Building, New: York. 
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CHICAGO 


That the papers published in Chicago will be read 
more by people living outside of that city for the next 
year than papers published in other cities is apparent 
to any thinking advertiser. Millions of people are going 
to attend the 


World’s Fair 


during 1893, and they are now interested, and will be 
more so when they have once visited the great city Fy 
the inland sea, where papers having 


00,000 weexir 


proved circulation can grow up and astonish the adver- 
tising world, as well as all others who are of a 
** Doubting Thomas” disposition. There are people 
in the U. S. who have not heard of the World’s Fair ; 
also, possibly, some advertisers who may not have 
heard of the big money other advertisers have made by 
using 


Boyce’s Big Weeklies 


In these papers the price is only 2-5c. per line per 1,000 circulation. The 
circulation proved weekly ; and any advertisement discontinued at any time at 
pro rata rate. The publisher of this List of Big Weeklies has inaugurated new 
principles in circulation as well as in the selling of advertising space so success- 
fully that they are being adopted by some of the largest publications in the world 








RATES PER AGATE LINE: 
SATURDAY BLADE, $1.00; CHICAGO LEDGER, 50c. ; CHICAGO WORLD, 
30c. ; the three combined, $1.60. Space through the agents or direct. 


W. D. BOYCE, Chicago, Ill, 
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Piainy A Few Cold Facts 
TRUTH About Baltimore 
And the dq 44 44 


Baltimore News, 


Leading Afternoon Newspaper of the South. 





NAY 
Sanrx 


Population, ne) a en. Cs 500,000 
Jobbing Trade, 1891, - + = + + = = $254,759,699 
Steel Works, largest in the world, annual capacity, - 600,000 tons 
Sugar Refinery, new one, recently Saemes, cost, - $100,000 
Copper Rolling Works, - - - + Largest in America 
Manufacturing Straw Goods, Fertilizers, Shirts, 

Fruit and Oyster Packing, - «+ « «© Largest in the U, 8, 
Manufacturing Enterprises, 6,000. Annual Product, $125,000,000 
Ready-Made Clothing, Annual Product, - - = 14,000,000 
Shirts and Underwear, - * - 4,000,000 
Fruit and Oyster Packing, - «= - = 1§,000 hands employed 
Grain Market, - - - -  ~ Second Largest on Atlantic Coast 
Flour Receipts, - - - - - ° a 000,000 Barrels a Year 
Savings Bank Deposits, - - - - ~ 9 $35,000,000 
Foreign Exports, - - + = = + $72,000,000 Annually 


- »- Development work now in progress, including the Steel Works, the Belt 
Line and Tunnel, twenty miles of Cable Railway, ten or fifteen of Electric Line, 
to be followed by twenty or twenty-five miles more; office buildings, warehouses, 
factories, etc., foots up about $30,000,000 or $35,000,000. This is as great an era in 
Baltimore as the selection of Chicago asthe World's Fair site marked in that city. 


The Daily News 


Is a live, clean family newspaper, going directly into 
the homes of the people after business hours, where it is 
thoroughly read, news as well as advertisements. 


The Sunday News. 
The Pioneer, and for many years the UNE 
only Sunday paper in Baltimore. As ad- 
vertising mediums, THe Datiy News 
S.C BECKWITH 


and Sunbay Newsare both unrivalled. 
E 
ROOKERY 
GHICAGO. 


Rates Low and rigidly adhered to. 
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The World’s Fair. 
PLAIN, Millions are being expended 


TRUTH Millions vet to be expended 


TELLS) Millions wit! tlock there 


HERE is no city in the United States that stands 

out as prominently before the whole world as 

Chicago. In a short time the railroads of the entire 

country will be taxed to their utmost capacity in con- 
veying passengers there. The 


Chicago Mail 


Is, with one exception (‘‘ We tell the plain 
truth’’), the foremost evening paper of that city. 
You are well aware that millions will visit the 
Fair, and you also know that this great influx 
will greatly increase the circulation of THE Matt 
and draw largely on its advertising space. 

Make Your Contracts Now, or you may be crowded 
out, and compelled to accept an inferior medium 
at higher rates. By acting now, quickly and 
promptly, no matter how high the circulation 
may go, you get in on the ground floor at pres- 
ent low rates. 


e UNE 
60,000 daily now 4y~c 22" 


What will it be when S.C BECKWITH 


Millions of people are 
added tothepopulation? SHICAGO. 
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* “One Paper in a State—The y 
K DENVER REPUBLICAN 

x for Colorado.’? 

e —GEO. P. ROWELL & Co. 


pe eoogceeeeeee 
OOO Ky 


(Circulation 


a, 
GEORGE WASHINGTON 


Was not a publisher and therefore had no provocation to 
*‘romance” about something which, as far as he was con- 
cerned, had no existence. But history and tradition agree 
that Washington could not tell a lie, and just here the marked 
difference between him and the publisher of the 


Denver Republican 


Become strikingly apparent; the former lived for some- 
thing he could not do, and the latter for 
something he could but would not do— 
because it has not been necessary ; the 
truth about THE REPUBLICAN’s circulation 
gives it 50 per cent more subscribers than 
the ‘‘ vile opposition,” of whatever alias it 
may be sailing under, and that is large enough for the present. 
All Books relating to the circulation of 
' @be Denver Republican 


are open to advertisers. 
Republican Pub. Co., K. G. COOPER, Gen’! Manager. 
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Ss. C. BECKWITH, 
SOLE AGENT FOREIGN ADVERTISING, 
609 “ The Rookery,” CHICAGO, 48 Tribune Building, NEW YORK, 
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Whys, gptiing 


Ifs, TRUTH 


Ands. (TELLS) 


Houston is the greatest railway center in 
y Texas, 13 linesentering the city, and these 
* connect with 34 other roads, weav- 
ing a net resembling a spider-web “@ 
WHY 


The Houston Post 


Daily, 7,365 Sunday, 9,290 Weekly, 25,000 
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ve 


Is the exclusive advertising medium in South- 
ern Texas, is on account of its great railroad 
distributing facilities, covering a field equal 
to half the Austrian Empire. 


IF you wish to extend your Texas trade, or 
are thinking of the matter, or this ad sug- 
gests the thought, try the field covered ex- 
clusively by THE Post—from Central Texas 
through Northern Mexico— 


AND You will get the rates that are given toall— 





One Line, % 
One Inch, 
Discount for Time, 
One Column, None for Space. 
One Page, 
One Price. (Copyrighted. 











THE Post furnishes to all its patrons 
proof of its circulation. Write 
to or call upon its Eastern Agt., 
who will give you sworn state- 
ments and rates. 


NE 
TAIBY BUILDING 
NEW YORK 


S.C BECKWITH 


ROOKERY 
GHICAGO. 
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‘Faith is the Substance 
of Things hoped for,”’ 


It is said. Under the editorial head of the 
greatest newspaper in America, in its 57th 
year, I find printed daily for the instruction of 
advertisers this clean-cut (!) information (?) : 






















INK, 


power that shakes up even managers and edi- 
tors-in-chief. 

Did any person ever assert that this great 
newspaper, even at ‘‘ high-water mark,” hada 




















—< larger circulation in Timbuctoo and on the . 
_—————— Congo than in the United States? The editor = 
FO RTY-FO if ee AGE Ss. of The Cyclone Hustler (5 cols., 4 pp., patent Vol 

NEW YORK, SUNDAY, SEPTEMBER 18, 1993. inside, boiler plate outside), of New Babylon 
= == Centre (pop. 75, township 202), can also claim = 
paper largest circulation tm the . ° 
———e ; with equal truth, that his paper has “the 
—_ largest circulation in the United States,” and 
HIGH WATER MARK. as not one of the 120 copies printed ever gets 
out of the United States our faith is not put 
to so severe a test as in the case of the great Tot 
~ metropolitan daily with 44 pages. 
In that beautiful Occidental City by the . 
Golden Gate, that breezy commercial metropo- 
lis of the Pacific States, there is another great — 
The number of pages and the date are newspaper; but it flaunts no meaningless awa 
changed daily, but compositors are evidently Bunsby proposition about its circulation. It 
warned not to monkey with the other lines furnishes advertisers indisputable evidence to whi 
under penalty of the implacable wrath of the back up this plain statement : Ror 
oad he’ 
e 
San Francisco Report ° 
ord 
\ ] Ne 
N RCULATI N ‘ yo 
ob 
is 46 Dail : 
IS 40,000 Vally. 
is 

4 : ai P ° q 

This is not the substance of things hoped for ; it is the things existent— ir 
papers printed, sold and delivered, the evidence of one’s own eyes—facts incon- y 
trovertible. ‘THE REPORT is the most aggressive and popular home newspaper 
in California. It is admittedly the leading evening newspaper of the Pacific k 
States. 


May be it is not for the interest of some of the great newspapers of Amer- 
ica to state their circulation, except to bank on the faith of advertisers ; but 
the San Francisco REPorRT believes it is for the interest of advertisers to know 
its circulation, and therefore it gives: plainly the exact figures—no Bunsby 
platitudes. ' 

I believe so, too, and, moreover, I will not represent a newspaper which | 
has not a known circulation. The Known Circulation is more than a 
belief—it is known ; it is also the 


Evidence of 


Journalistic Honor, 
and the Secret of 


‘Success in Advertising 


A. FRANK RICHARDSON, Agent, 
Tribune Building, New York. | Chamber of Commerce, Chicago. 


















